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The replacement of digital information products is rapid, so its diffusion should 
be seriously concerned. The diffusion of digital information products depends on 
consumers’ adoption, and consumers’ behaviors are often affected by network effects 
and bandwagon effects. So, it is very important to do researches about the influence of 
network effects and bandwagon effects on the diffusion of digital information 
products. 
In view of previous studies on the difference of concepts about network effects 
and bandwagon effects is not perfect, this thesis starts from the mechanism of network 
effects and bandwagon effects and analyzes the difference between the two concepts. 
Bases on that, this thesis proposes composition framework of the consumers’ 
perception utilities. After making a clear distinction between network effects and 
bandwagon effects, this thesis focuses on the diffusion problem of digital information 
products under the influence of these two different effects. 
This thesis bases on the characteristics of digital information products, from a 
macro point of view, establishes the diffusion model of a single digital information 
products and the diffusion model of two competing digital information products 
which bases on biological species competition model. Through using Matlab 
numerical analysis method, this thesis analyzes the diffusion trend of digital 
information products under the influence of different intensity network effects and 
bandwagon effects. Finally, this thesis combines the utility of consumers from the 
firm's perspective, and establishes a game model of duopoly market to analyzes the 
influence of network effects and bandwagon effects on the company's market share, 
company's product positioning and pricing strategy.  
The conclusions show that network effects and bandwagon effects can accelerate 
the diffusion rate of digital information products, and eventually increase the potential 
















the market share of digital information products is higher. If a company produces a 
digital information product which has the relatively weaker network effects, the 
company can make up the competitive disadvantage of product positioning and 
pricing by increasing the intensity of bandwagon effects. And if the relative 
bandwagon effects is stronger, the company can develop higher price, and product 
positioning of it will be also closer to consumer preferences. So, the companies can 
take different strategies to maximize profits according to the intensity of their own 
and their competitors’ network effects and bandwagon effects. 
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观和性能标杆之称的 iPhone 的闪亮登场，引来了对智能手机市场的巨大冲击[2]。 
苹果的成功让很多人吃惊，但是也让很多人不解它的这些产品之所以成功的
真正原因。以 iPhone 为例，它的成功并不在于其配置有多高端或者功能有多强
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